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Perkembangan teknologi dan inovasi telah melahirkan 
banyak online games dengan berbagai konsep permainan yang 
muncul di berbagai platform dan telah dimainkan oleh banyak 
orang di seluruh dunia, salah satunya game PlayerUnknown’s 
Battlegrounds atau yang lebih dikenal dengan PUBG yang 
hingga saat ini masih begitu diminati di Indonesia dan 
menempati urutan ketiga dalam online games dengan jumlah 
pemain aktif terbanyak setiap bulan di Indonesia di tahun 2020 
kemarin.  
Penelitian ini dilakukan untuk mengetahui pengaruh 
Brand Image dan Customer Experience terhadap Customer 
Loyalty melalui Customer Satisfaction pada game PUBG di 
Surabaya. Objek penelitian ini adalah para pemain game 
PUBG yang berdomisili di Surabaya. Sampel penelitian yang 
digunakan dalam penelitian ini sebanyak 152 sampel dengan 
teknik purposive sampling. Data yang digunakan adalah data 
primer yang diperoleh dalam bentuk Google Form kepada 
para responden. Teknik analisis data yang digunakan adalah 
structural equation modeling (SEM) dan menggunakan 
program LISREL versi 8.80. 
Hasil penelitian ini menunjukkan bahwa Brand Image 
berpengaruh positif dan signifikan terhadap Customer 
Satisfaction, Customer Experience berpengaruh positif dan 
signifikan terhadap Customer Satisfaction, Customer 
Satisfaction berpengaruh positif dan signifikan terhadap 
Customer Loyalty, Customer Experience berpengaruh 
signifikan terhadap Customer Loyalty, dan Customer 
Experience berpengaruh signifikan terhadap Customer Loyalty 
melalui Customer Satisfaction. Namun penelitian ini juga 
menemukan bahwa Brand Image tidak berpengaruh secara 
signifikan terhadap Customer Loyalty dan Brand Image 
berpengaruh positif namun tidak signifikan terhadap Customer 
Loyalty melalui Customer Satisfaction. Maka dari itu untuk 
peneliti selanjutnya yang akan menggunakan judul yang sama, 





Kata Kunci: brand image, customer experience, customer satisfaction, customer 
loyalty 
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THE EFFECT OF BRAND IMAGE AND CUSTOMER 
EXPERIENCE ON CUSTOMER LOYALTY THROUGH 
CUSTOMER SATISFACTION AT PLAYERUNKNOWN’S 





Technological developments and innovations have 
spawned so many online games with various game concepts that 
have appeared on various platforms and have been played by 
people all over the world, one of which is the PlayerUnknown's 
Battlegrounds or well-known as PUBG,  which is still in great 
demand in Indonesia and ranked third in online games with a total 
number of active players every month in Indonesia at 2020.  
This research was conducted to knowing the effect of 
Brand Image and Customer Experience on Customer Loyalty 
through Customer Satisfaction at PUBG game in Surabaya. The 
object of this research are PUBG game players who live in 
Surabaya. The research sample used in this study were 152 
samples with a purposive sampling technique. The data used are 
primary data obtained in the form of google for customers. The 
data analysis technique used is structural equation modeling 
(SEM) and using the LISREL 8.80 program.  
The results of this study stated that Brand Image has a 
positive and significant effect on Customer Satisfaction, Customer 
Experience has a positive and significant effect on Customer 
Satisfaction, Customer Satisfaction has  a positive and significant 
effect on Customer Loyalty, Customer Experience has a 
significant effect on Customer Loyalty. and Customer 
Experience has a significant effect on Customer Loyalty through 
Customer Satisfaction. However, this study also found that Brand 
Image has no significant effect on Customer Loyalty and Brand 
Image has a positive but insignificant effect on Customer Loyalty 
through Customer Satisfaction. Therefore, for further researchers 
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